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]\fsSAGE FROM THE 

tiRECTOR 

i\Iissouri's tourisim market- 
ing^ program jii enjoy a liiblorv 
or suc€e.ss, INut only liave 
ihey earninl nil I io rial and 
inter national accolades, [ml 
oven more imporlantlv, lliev 
liave generated revenue lor 
oui' ^late. 

I ti s e V [dent t h a 1 ot li e 
slaloKare realizing an eveelleni reUirn on llreir toiii- 
[j?m invcstmcnl and are responding by .significantly 
increasing their marketing budgets. Remaining com- 
petitive and increasing iVlissnuri's market share will 
demand an aggressive a[jproacti. We will examine not 
only additional i^tale. regional, national and iiilerna- 
lional markets as [)otential o|}porlujiities for expan- 
sion, but also new [jartnerships, Iresh programs, and 
the use ol" emerging technologies. 

We have developed this blueprint of our pUinned 
2007 marketing activities with the understanding 
that in changing times^ Flexibililv is not *)nly neces- 
sary to eajjitali/e on developing opportunities; it is a 
strengtli. As ongoing research brings to liglit the latest 
travel trends and the most el'feetive means of reaching 
prospective visitors, our marketing |>lan will evolve. 

New markets and programs will lurlher divcrsily 
our overall strateg)' and increase our options lor more 
revenue so that we may pursue oiu' vision of ''Leading 
Missouri in heeom intone of America's most memo- 
rable tourist destinations." 
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The Missouri Division orToiirism conducts 
researrh to evaluate siiccesslijl initiatives, and as a 
forwai'd-lookinfi siralegio pkunnuj^ tool. The ly[)c of 
research cund II eted is conliiigent upon marketing 
plans and funding. Through competitive hidding, 
qualified research companies offering the latest 
methodologies are retained- In 2007, the following 
research will be conducted: 

AOVEIITISING AND PLBLIC ReLATIOI^S 

Effecti\t:i\ess 

'rilis ^unU is roiuluricd \m\ prist iunl ifni in<r ;hi iul (?:ini|>ajgn 
to deli^rjiiiiie ihr levels ut iirlvfiti^iiif^ rci iilj iiiul iho elT<*(ii\Tness 
of eytnpaign niesstiges. We measure ad recall, message rom pre- 
ht'iisiori, rHiirii on invest men I aiifl overall (Tfef'livc^riess. Ce(> 
j^ja[>fue jreur^ sLirv<'^v(ui are 1 1 rose thai ihe ail eairipaijrii.s lar*^el* 
Vcmior: Sfrnicgtc Murketiri*!^ untl RtK^careh fiH\ (SMAHf) 
f^liasc one: Spring 2007; phu^r Uvo: full 2007: phiHyC (luce: 
i-rinhcr2007 

AD\TiRTisiiVG Concept Study - 
Do]»iESTic Mahkei s 

I'll is stuil}' iiielufles a qiialilaUve (Ton is ^roii|)s) aii<l tjuaiilila- 
live (ojiline) eviiluatiori tA bulli eurrent atlverlisinj^ us as jiew 
eoncepLs. ll is eoirdueleii prwr lo ihe start of the spring (uinipai^;n 
and evaluates tlve aiilieipaled elTei'liveness of varltJii.H types ul 
adverlisiri|„^ iisln^^ the perspcclive of the domestic traveler. 
\'cndon SM Uil 
luiil 2007 

Natioivwide Data Resources 

Kiiu eotisumer diila iiielude trip aetivities, Iransportation 
modes, desli nations, aeeoninuidations. dollars sfjeiit. travel inten- 
tions, |>syeho^rapliies, eustoiiH^r satislaetion, ete. Data rept^rts are 
used as a Irusis lor t^eon<ntiie ini[Kiet reportiji^;. 

Qiwrtrrh 

LoDGiivG Statistics 

1 hese monthly rejiorls relied lodf;in<^ or< ii|iane\ ajrd Revenues 
lliron^hoiil the state and provid<^ eon i pari sons in eonipelitor:^. 
Tiie dala help indieate travel Irends both nalionallv and vvhlun 
the Misscinri tourism industry. 
Vendor: Sniiih Ihivel Kef^eitn h 
Monthly 

Economic Impact An^uasis 

This report suirirnnri/es the re<;ional direct eeonomie inifjael 
of Missouri travel and tourism on llie slate, I'lirtlier. it details the 
activities, demoj^rajrhies and psyelu)gra|»hies ol Missouri^t: visi- 
tors, re[)orts tourism employment numbers and [novitles informa- 



tiori on tin' numbt^r of tltnnestie travelers t(» iMissonrh 
\rtjfhn I jihvii^ity of ML^sottrhColutithht 
E<ivh2007 

Web Site S i udy 

1 he first phase oi the l\vo-pbasi* sindy asks \\'el> site users lo 
evaluate our site, thus ileterniininj^ who uses \ isilMO.eoin. Tlie 
fallo\V'U[) phase examiries the dil fere nees between Web visitors 
who a<'tualK eume lo Missonri and those who ilo uol. The study 
[n'ovides comparisons with otfier [jartieipatiiig states. 
Voiidor: 7Jt-Aas t M 

Qiidrlrrly. piiif^ yviUH'tui n'pfii iin^ m Fehruury 




I Missouri Division of Tourisni 



Analytj cCRM S V s ri:ii-D a r a h as k 

MaAAGKMKOT AI\I) AlX AI ASIS 

Imilir diitabusc rr|HHiin^ systmi uitll itir uiiS{|nr iil^ilily to 
integrate vusl tirrays tA dahi Eilili/in*^ LKivjiimj irchiiology imth. 
I [j-ld-tln' miiiulr iiTuilvsis inrlu<l("s in(|iiirv arlivilv l>v ^i^cMi^mphv 
aii(J udvri iiirdiurn. Hie Navi^iakir svstnii rni|Hi\S(M.< MD'l' 

nKirkethig rTiaiia^r'r:s unil MDTs ml n^i^uvy wUU ailionuhlr and 
ini^a^iiirablr' intc'llific-rirt' llir Misscmri visitor. This inforiiia' 

Li(»ri (an Ik' ir^iui jor rn^kMui-r ^^laliun^lli|l rnarkrlin^ In fiVluHico 
(nistiinier rrU'nlioii ( apahililir;', liv liiiilicr iiliJizing arci^s^ to llie 

Tchila irsdiiirr^ i>l I III niilliivn if ^'o^^]^. s|irririf'allv hir^Horl 
Ilia I ling CI I [jnlrnliai vi>^iloi> siniilar to curn^nT visilurs t'aJi lie 
fntriliai^rd lor prospecting and (lirrrt Jiiarkcting applicalioiiH. 
\rn(J(tr: HI I Strnfri^ivSoIfitions 

Gkoui* Thavel Study 

'l'liis slMd\ will rxplnir ihr MTijiacl nl idl packagi'd Iravr] in or 
to Mif^^oLiri whf^ro I :') or riiinf individually purchas^c iheir Iravid 
r\|iri irnrc" willi tmr idn'ik. I iirlhcr. l^l]^ s!inlv will H*'rvc a^ a 
htrrifhrnark ^Uuh pri<M" lo Mi^Hoiiri lioslint^ llir National lour 
Associi»tlon's annual coni'erence iii INovemhcr oJ' 20(^7. 
\Tn(hr: Ihivklstm Pvierson . U,^oiiatr !n<\ 
) pur-t on<r s 1 1 id s llff 200 7 
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ommunications 

The Comniiiniealions Program is responsible 
for supporting the Missouri Division of iViurisin's 
marketing elTorts. This is acconipiislietl by creat- 
ing ap[)ealing and informative publications, de- 
veloping proactive public relations intiatives and 
maintaining an innovative Web site. 

PUBLICATIOIVS 
Goal 

t)isscminatc inlormation aboul Mi^^ouri Lravid o[}portnniti<> 
to prospective visitorii through thi' (Hfkhii XdculUm fVartftfr. 

Strategy 

Produce an attrarlivc. coniprclicnsivc tiavxd jiiibliealion lliat 
melndeei recreational op[Hirtunitic^, atlrarlion^. a<'cornrnodat]on^ 
and maptr. 

TactiiTS 

■ Compile up-liMlatr hifornialion ii?-in^^ llie divi'^iorrs extranet 
as tlie source k\r Vara/m/; Phiuucr listint^s. 

■ t/siin^ llienicii fcalnre seeli4*ns, liijj;bliji;ht special areas of inter- 
esl lo Iraveler!^ visiting Mi>souri. 

■ S[>olli*;]it new all raet ions. 

• induct an annual photo eojitesi, in which vi>itor> >^uhniit 
llu^ir images lor eonsideratron in (uibhralions. 



ver^ioii ol the lara//o/j 
Pliinstcr for pros pec- 
live \ isitors lo down- 
load a I \ isilMO.t'om 

Goal 

.Si reufrt hen awareness 
of Divisiun o^'l'onri^m 
activitfcs and programs, 
as \sell as sites and at- 
tractions of interest to 
Missouri residents. 

Straleg^^ 

{ j'cale inlormalivi' 
[lublicaiiotis and an 
online ncw's letter lor a 
varielv of audirnceii. 




"Uncork an Adventure" press four 



Tactics 

• Annual llciiorl, audience - 
Mis-^ouri Slate Le*;iskiturc. 

• Spring I\ews|i3i|ier ln$«erl. audience 
Missouri residents. 

• MurkeiSn^ Plani^ audience - 
Missouri tourism induslry. 

• >1niihor, audienei^ - 

MissoLU'i lonrisju industry nnd pid^lie. 




2007 Missouri Vocation 
F tanner cover and 2007 
Ph o to con fes f entry 



Missouri nivision of lourisni 



l*uBLic Relations 



Goal 

Sii|^[H>rl lfi<? divisioivs objective ol increasing revenue \ \ou\ 
Lruvelert^' e.\[jetid llu res. 

Strategy 

Jnrrt'iisi" uwiirenofiS of MiHsonri as viu iilifiii desliniiliun by 
general in*; fH>^Jilive t'overa^fe in I fie niediii. 

Tactic§ 

• Provi<K" ii[)[K?yliiig b-njll in an easily accessibfe IbrniciL 

• I ve r ij ge media b u y Lo aetj u i re ed i r i ul eo ve fa ge* 

• CeiH'rate news releases, aijoiit Missouri rlesli nations and eventn 

• 11 ( > s t ro u I J ress lo ii rs f o r I \n ve I write . 

• Coordinate individual [jress tonrs; and as^is^t writer!^ visitin*^ 
Misi-sonri on nssiirnnicnl. 

• l-nUliei/^e spt'i lal i'\ent^, 

■ Piteli Misi.'iouri Iravel stories to jnnrnalisis at ni(;dia marki't- 
[jlaeesr f^nlilir lielalions Soeielv of America Tonraiid Iravrl 
(.'onlerenet;. MiiKvi'^I IVavel Writers Assorialknu 1 ravr'l ^[^^ 
dia Shosveaseaiid Mii^somi Press Assoeiation Omsenlion. 

• Make in-person call;:? on editor^; of targeted national 
[>ul;ilieations during media missions. 

• Maintain memberships in media organisations, iiielnd- 

ing the Publie Kelalions Sor iety of Ameriea Tonr and ^ 
i ravel Seel ion. Midwesi Travel Writers Association. Onl- 
door Writers Association ol' America^ Missouri Broad- 
<;asiers Association and Missouri Pres;s Association. 

• \>sisl jotu nalisls gadiering information and images. 

• Maintain and update an online News Hiueau al www. 
news A isitMO.com. 

• Proriiote .fesse .lames sites lo capital i/.c on the release 
of the new Brad Pitt movie in which Pill portrays the 
Icf^endarv outlaw. 



VisitMO^com 

Goal 

Pm[^l<i\ tiic most eoril-effoclive mean.s of placing MDTs 
message Itelore the growin*; nurnljer of people who ro 
search vacation destinations online. 

Strategy 

InereasiiigK us*' the Division of I'ourism Web sile as the 
vehicle to disseminate information about Missouri destina- 
tions, attractions, events and jiromotions. 



Tactie§ 

Enhance VisitMO, com to match anriienec pn^fercm es. 
Use the Mi)T Well sile exiranet to collect information 
for publications, inehiding the Viiciitioii Phtnner. 
Offer links to sf)eeial promotions and coupons, 
P ro\ i d e a ri o e v r s i o n o f 1 1 le Officii I ^ / / S50 li r! 
ViiCiition Phutner. 
Improve navigation. 
Enhance and expand maj^fiing. 
Enhunee trip ideas, itineraries. 



•t Missijuri Division of TfpnrisRi 



qoperative 
^rketmg ^rogram 

The Division of Tourism's 50/50 matching 
fniuls ivimbiirsement |>ix)gram oxenipliliris 
val Liable |jarlnerslii[} between MU V and Missuuti 
destination marketing organizalions (DMOs). The 
Cooperative Marketing piogram provides a dol- 
lar-lor-doltar [nateli to implement approved per- 
formance-based tourism marketing projects that 
non-profit professional DMOs develop. 



More than 90 percent of 
the d(jfftors budgeted fot^ 
FY07 Cooperative Mar- 
i^eting projech wiH be 
used for fhe pJacemead 





4.35% other 

Marketing Activities 




^operati^^^ai^ting^ 

Expenditures byj Type] 



0.35% 

Tourism Reseorch 

2.24% 

ColEoteral Materials 

1.17% 

Non -marketing Activities 

^2007 Photo Contest entry. Kafy M 



^07 Cooperative Marketing 
Advertising by Media Type 



This chori iilvstrates the 
media mix of FYO? Co-op 
proje c fs . Tele vision /co b ie 
advertising and print ads 
torgefing regionaf and 
nationol markets comprise 
nearly 80 percent of the medio 
advertising approved tor FY07. 



13% 

Newspaper ^ 



59% 

Televtsion/Coble 



23% 

Magazine 




3% 

Other Print 

2% 

Radio 



Goal 

Strategies 

■ Exlfnd Miyr riujrkc'tin*; rc^iourc<*s thrdugh partkipalion in 

slratogic riuii kHintr piirlruM ,siji[?.s. 
" Support local perl'ormiinciMlriveri pcfijects dasigned to in- 

rreasc ton ri -sin. 

" rmviili' intx'ntivcj^ and iippoiiiinilies IVm" miukfting gnmlli 
and i ni p n ivv im^ n t . 

• Sliviif^thrri L(mri?^iii indu>itry/MDT pMrtjif^r^hijjri. 

Tactic§ 

• Riritl projfM'ls Uuit sii[>porl ihv dis tsion goitl of in* roasriiig 
tfuirisni p\[>oru]iliirr8 and [program stratt^gii^s. 

• Cullivaie iiinding opportunities lliat niaximi/t^ nnn^rgirig nuir- 
ket IreudR, 

f Joo j>e ra I i ve ^ 1 a i kct i 1 1 g a d vert i s i n g p I a*' e in n t s l>*> 1 1 1 vo in [ 1 1 1> 
mcnt and enhafin^ MDT'i? nnMlia pkm. I5y doubling the division's 
nvnp invesiininil. I his program piayj- a em rial loli' in MryP's 
overall do rues tie marketing strategy * 



Measuriivg Success 

The f J JO p era live Marketing Program re^jiores thai ;dl hinded 
[JiojeeLs exeerduig $ lO.IKH) ijuJude s\stjniiatir' nieasunnnenl 
plans to gunge their siiecess* lliese plans include qiiartcrly 
n^porling lyf niarketing responses as well as an in-(lc[)lli measure^ 
nu'iit plan de^iigned lor t-aeli projcctt 

Projects runded at grealer than SfiOJKM) r<*qnire tlie re[)urting 
ofarl response trueking eaeh <piart<'-r as a^ the im|ilenunila- 
liiHi ol afi|n'ov<^d r(;seareh to inehidc a relnrn on ihe (^onperalive 
Maikrting invt-strnent c ah-rdalion. 

I'ul lowing the eom lu^iiion ot eaeh ti.>i'al year, MIH i tHnbines 
and analyzes outcome information provided by parlieipanlii- 
MITr ptiblishes this in format ion in a report eaeh February, 

FY08 FiJNDirvG Ofpoim tNiriES 

The \ Cot^peralivr- \lark*'ling ImdgH lot a Is $H,2r>tktK)h. 
Cuintiined with tlit* loeal maleh. llu* \ \\)H [ot^gram ii> e\|K'eted to 
generate S6.^^ million in tonrisni ailverlising aelivities. 

Dnring the firsl week of August 20i)(k MIYY ilislrihuted the 
rVOH program inforiTraiion. Co-tip slalT liosted si\ edneational 
i^enunar> anjurid tlir state during Septr'mber and Oelober of 
2006 to introduer thc^ V\i)H jnograin. 



^r?)posed FY08 Cooperative Marketing Program Budget 





MARKETIKG TO TK£ LEISURE TRAVELER 


Other Belated fdcu^es 


MASKETING 
CATEGORY 


Brochure Program 


£mall Project Marketing 


Leisure Travel 


Destination 
Advertising 


£lalewlde 
Marketing 


Convention 
Mariwting 


Toudsm 


Project period 


7/1/07 through 

6/30/as 


Two six-mo ntti periods 
7/1/07-12/31/07 and 
1/1/03-A/30/OS 


One 12-nnonth 
peftod 


One l2-mQnlh 
period 


One 12'monEti 
period 


One 12-monlh 
period 


One 12-montti 
period 


Minimum sfote funds 
per application 


JlOO 


|5D0 


$10,000 


S50,000 




$5,000 


$500 


Maximum slale funds 
per applicallon 




$5,000 


150,000 


$400,000 


$10,000 


$60,000 


^.000 


OMO fiscal year 
moximunr^ 


$2.5CX} 


$10,000 


$50,000 




$10,000 


SAO,000 


$5,000 


Maximum number 
of applicallans 
accepted 


One pot fiscal year 


One per project period/two 
per fiscal year 


One to Ihree total 
per fiscal yeor 


OriB or two par 
fi5Co1 yeor 


One per fiscal 
yeor 


One or t'MVO per 
fiscol yeor 


One per fiscal 
yeor 


Appllcafrons due 


r/ 1/07 through 


3/1/07 and 9/i/07 


1/3 V07 


4/1S/Q7 


1 /31 /07 


1/3T/07 


1 /31 /07 


Proposed FVO& slale 
funding levels by 
calegoiy 


IP 


$Z 130.000 


$20,O0D 


$300,000 


f Funded Vi^ithin 
Leisure Travel 
categories] 


m 1 





This chor^ offers on overview of ihe FY08 program. Visit the MDT Web site, VisitMO.com, for addifiona! informafion on the Cooperative 
MorkeUng Frogram including DMO cehification, program guidelines , applications, and instructions. At the home page, dick on industry 
Info, then. Cooperative Marketing Frogram, and finally FY08 Program Intormotion, 



iVlisgQun Division nl louri&m 1 



^^eral Marketing 
Advertising by Season 



Top; Missouri Bofanicat Garden 
BoUom: 2007 Phofo Confesi entry 



71.7% 

Spring-Summer 

(January-June 



3.6% 

Holiday 

(November-December} 

20.2% 

Fail 

(August, September, October) 

4.5% 

July 





mestic 




While Domestic Marketing comprises portions 
of" tlie division's other marketing programs, what 
follows is inlormatioii on MDT's wneral market- 
ing program, wliich cncom[)asses the nuijority ol 
the target population. 

Goal 

hn irijse visitation aiul Innrl r\p<*ii(liliiroi^ to Mijisouri l>v niil- 
of-sLatf* iriiveU;rs aiul raise liio niiniiu^ror Missouri residents ^\ho 
tj]>l to spt'Tnl lh(*ir v2iralions iji-stale. 

iii€ reuse etynsuriier awiu eness <>i Mi?i.sourj s ouuloor m re- 
al ion, atLriictions, culture and history lo in-stale und oiit-of-^stiite 
pOl€ntial vi!:iiii>rs hrun Missouri's lur;irel markets. 



Taclies 

• llaee lukrrlisin^r iitiM/iuj^ a ha]ariee<l nii\ ol image iind 
mvarerjess-l>uil{lin^ iiir<lia - primarily broadcast and direct 
res|30iise-orienied iiif dia - iiiclmling television* radio, mafl^a- 
zines, newsjiapers an<l select online placements. 

• Biise campaign liming to jH oimilc fall Iriivi*] ( Ati;„ni:-l through 
Oeloher). lioliday travet (Novemherand Deccmhcr). and 
uprmiif-^uwwuvr travel (March tliroujih july). 

• Create caiii|)aiirns ihal comhinc sliurtcr. nrure Ireijuent ^^et- 
avvavs with tniriilional one- tir l\^fi-\veek vacations. 

• Dcvciop partnerHliifjs witii iiiihistry iHisinesses and attractions 
arvd motivate pr)t<'ntial visilor.s to ntih/e \ isit MiJ.f om. 

• Mmjdiasize in all eommunication;!; Missouri's unique appeal lo 
potential travelers who possess a wide variety of leisure travel 
interests and ru'cds. 

• [ [jrornotions in media campaigns to extend advertising 
hutlf^els via [)(U liier-:hjps. 

• (jMitinue ^o ha\c Missouri represented at national and re- 
gional sports sIkavs ami other mitdtior marketing events. 

• Heacli our hest customers hy employing targeted, on^^tonsnc 
messugcs in dire<^l marketing el forts* 

• Support iiulustry participation in sjiorts shows, as well as as- 
sist DMOs" rlTorts to attract an<! secure t trains. 

• [iicrease em[^hasi.s on meeting aird cunviMitiou markt ting as 
fiart of \lin's I JVC rail marketing plan. 



Strategy^ 

Provide educatimial . 
srmri tourism iuduslrv. 

Tactic 



networkiTig assistance to the Mis- 



M^^^souri fjoveruor's Conferenci- tui Tourisnu Along with 
eorjiorute and industry sponsors, Ining in well-kuowu riatitmal 
and ri'gi<mal speakers in proviile Missnuri tourism jindcn- 
siooals witli the most u[HoHiat(^ toiirism-related information. 
Stress miirketiTig, inehiding onlim? strategies, puhlic relalions 
and researeli. 




Bennett Spnng State Fork 



Missouri hivi^icm r4 Tourism 




: to avoid 



■■^tow^KeorUpsfa) 



lanned 2007 Magazine Advertising 



J 0) OJ 

^ w n ^ 

E 5 I i 



MAGAZINES 
Consumer Dfsploy 



I II i 1 1 1 1 1 s II 



U 

87,000 
2.395,611 
670 728 
4.583.637 
35L579 
558,432 
1,425,000 
87.201 
1.307.303 
400.000 
326.063_ 
J^56,553 
780,000 
1,574,027^ 
77a000^ 
954,614 
477,023 
1J20,313 
724 J 19 
^600,000 
869,908 
189,604 
551,017 
3.800.000 
J64,000 
^03,384 
^09.560 
270,049 



BROCHURE PANELS 
Newspaper and Magazine 




957,849 
100,000 
197.535 
631,000 



1,252.000 
935,466 

3,90o.ocra_ 

1,900.000 

6,896,627^ 

3.379.600 



f^J^nned 2007 Television 
and Radio Advertising 



41 <u 





TELEVISION 

Spot Market - Tier I Markets 



Cedar Rapids -Waterloo and Dubuque 
Champaign & Springfield -Decatur 
Des Moines -Ames 
Omaha 

Paducah-Cape Gfrordeau-Harrfsburg-Mt Vernon 

Peoria- B I oomi ngton 

Topeka 

Wictiita 



TELEVISION 

Spot Market - Tier N Markets 



Ctilcago 
Dallas^ Fh Worth 

Ft, SmIth-FayettevNIe-Springdale- Rogers 
Jonesboro 

Lincoln and Hastings -Kearney 
Little Rock'Pine Bluff 
Memphis 
Oklahoma City 
Quod Cities 

Rochester- Mas on Ctty- Austin 
Sioux City 
Terre Haute 



TELEVISION 

Spot Market - In-Stote Markets 



Columbia -Jefferson City 
Joplin- Pitts burg 
Kansas City 
Ottum wo - Kirks virie 
Quincy- Hannibal 
Springfield 
Si Joseph 
St. Louis 



RADIO 

Spof Market - Tier 1 Markets 



Cedar Rap ids- Waterloo and Dubuque 
Champaign and Springfield- Decatur 
Des Moines-Ames 
Omaha 

Paducah-Cape Glrardeau-Harrisburg-Mi Vernon 

Pe ori a > Bloo mi ngton 

Topeka 

Wichita 





Common Pleas Caurthouse and Union Monument and Fountain 



estic Advertising Market Tiers 

The Missouri Division orioiirisiirs markef tier slnito")' is derived fnijii a 
wcMj^lUod i-ul(Hilalion tlial takrs into acfxiunl market population ^^(alJstie:>^ 
|jrop<*nsitv it} \ <\kv a vacatinn. |>rt»p(Misity In va(^alion in Missouri, Lifv/f/o/j 
munnt^r retpn'sl data, ilriviji^r linu^ and distance. coinp(*U(ive euiiditioris 
aii<l inaikel r ncd la fo^st;?, 

» Tier \ receives spot television and radto marketing, 

• Tier tl receives spot television, 

• Tier 111 markets receive little-to-no spot advertising. 

All markets will he exposed Xu network television and radio, as uell as 
regional and natit^nal [n-in( ad\ertisinjr - primarily inaji;az!ne. 




m 



^^eral Marketinj 
Advertising by Media Type 



or 
b 




8.8% 8.9% 32.0% 



Tier I 

Cedar Roplds-Wotertoo- 

Dubuque 
Champaign-Springfield-DecaJuf 
Des Moines- Ames 
Omaha 

Poducoh-Cape Girordeau- 

Hanisburg-ML Vernon 
Peoria-Bloomington 
Topeko 
Wjchrto 

Tier II 

Ctiicogo 
Dallas-Ft. Worth 
Ft, Smlth-FayeJteville- 
Spri ng doj e- Rogers 
Jonesboro 

Li n col n- Ha % tings- Ke arn ey 

Little Rock-Pine Bluff 

Memphis 

Okiohoma City 

Quod Cities (Davenport-Rock 

Islond-Mollne) 
Rochester-Mason City-Austin 
Sioux Cfty 
Terre Haule 
Tulsa 

Tier III 

Evansvfile 

Louisville 

Madison 

Milwaukee 

Minneapolis-St. Paul 

Nashvflle 

Rock ford 



36.3% 14.0% 
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Advert) si n£[ 




Network 

■ 1 1^1 1 * 1 Tl ri II Tl 1 1 Kl 

clUlU clllll v/ 111 J lie 

RADIO 
Network 


January 


February 


Marcti 


April 


May 


June 


July 


August 


September 


October 


November 
December 

























Learfleld Networks (Mo, Iowa, IH., Neb.) 


















Konsos Cfty Royafs 


















St. Louis Cardinals 














TEIEVISION 
Network 
























Kansas City Royals TV 














St. Louis Cardinals TV 
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Adventure Travel Sites 
















General Travel Sites 










Lifestyle Sites ^ 








Loc a I/Reg lonaJ N e ws paper Sites 






Local/Regional TV and Radio Sites 
















Promotional Sites 
















Media Value-added Sites 




Searcti Engine Marketing 





Winston Churchill Memorial and Ubrory 



nferniitiormL 

Jn the wake of Missourfs FY06 United King- 
dom intei^naiional budfjjet decreases, Legacy 
Dimensions^ along with MDTs United King- 
dom representation firm, Cel let Travel Services, 
maintained existing re!iilion.ships and programs 
to ronlribnte to the division's desired oulcorne 
of increased inlornational visitation* A niodesl 
Oicrease in iJie U.K, FY07 budget will alluw Mis- 
^uri to recover some of the momentum lost in 
FY06. Canada continues to be tlic primary locus 
of the division's international eflpi ts, CTOS ^aw 
Canadians lengthen their Missouri sta\ from an 
average of 2-87 nights in CT04 to 4i» I nights in 
CY05. This resulted in an increase in av(N age re- 
ported spending per visit of a|>pro\imalely $142. 

Positive exchange rates in hotli markels favor 
travel to the United States. \ hv Qniadran dollar 
was valued at $,85 U.SJ). in Novcfuhci- 2005 versus 
S.88 U.aD. m NWmher 2006. TIi*^ IJritisli pound 



sterling was vahied al $L76 U.Sd). in November 
2005 versus $Lyi U,S,D. in ^'ovember 2006, 

Target Markets 

Canada 

Sixly-lwii (jcrcont of Canadians visiting Missfruiri i ninr fronj 
Onkirio. I'hii^. the \mmakry marketing {efforts will focus oji ihis 
provinf^T, with secondary empltasiii on AllH^rtai Qucb(*c ami Urii- 
Mi Colunihia. 

United Kingdoni/lrehind 

Thr niodcv^i ijKTcase in MtSsoiiri's U.K. VyOl budget will iis- 
shi in rectivcriti^ ;ind miJinlaiinn^ aXciikiUlr pruducl urffTi]ii;,'>i iis 
twli^y?i provijj*> till* upporlunit}' til introduce new tour prod mis. 

MifisourPs target audiences in Canadian 

and L.Ki markets share similar traits: 

■ I"! mply-n esters IraveUng alone or with older cliildren; 
«|£ A^c 5U']ilu!?. travrling in par lie:? of two; 
l^^Uhive visiied tlm United Slates at least four times prfo?! 
^^li.-'-nnri visil; 

( Inmbiiir a Missotirt visit with visits to at least two other slates; 
]^--r\rrrl i de>tinat ions and relvon recommendations; 
\Ui\*' intiursi in iinthontic t?\f)i*rienres and [amtliar icons; 
Ti\ ke ih id r hoi idajs \\d a u t o { l ly/d j i vi ■ ); 
Forly-nine percent of (lanadjan- travel to Mtssouri via auto. 




Goal§ 

IncrfNiiif I Up li^vel ol' me rail hilCTnalifjnal vissila- 
lioii \o Mihsoiiri. 

IriciraH' Iniijii^lli nfHUivs. 

Strategy 

< oii^unirr awan*nr.=i?^ uf Uic state's oFrerings. 

Taeties 

• I*;ii tiri|>atr in ronsiiriipr shnws ocfnirring in pri- 
nuirv markiU-s. 

• llfjHt rnr*lia on fHTs^onal Iripp and iliiu:Taiy-l>a!si^d 
faniiliarizatifin Iomi> as as maintain in-fcjun- 
Irv nn^lia i>dali<MiHJii[)>. 

• Cu ri 1 i n ii e d v^i i n a l i o 1 1 t ra i ri i n IV* r I ra \v I ago 1 1 . 

• Adverlise in larget market |)ii]j|jt'ationa- 

■ I *a rl i f i ( Kile i n eoo jn^ ra t n e riia r kel i ng j) rrjgru rnss, 
inelnding (lireet niaiLuith i^slalilishfd in-rDunlry 
lour yperaloris, 

• I s u e CO n n t ry-s ] a^ e i fi (1 r CSS re I ea scs. 

Strategy 

Maintain efimnrnnioatiotk with travel ai^i'jit^. 




r 



St Louis Iron Mountain 8, Southern Raiiway, Joctepn 



■ llo.s1 and [>artiri[>ate \i\ hijzli-prolile lrav<'l-trad(^ lra<Je ;^]inwi), 

• Colli i line travel agent and gronp destination Lrainmg. 

• Hos( grou[( atid indiv idnal Tatnifiarization trips. 

• Adverlisr in travel-trade |nj|>|jeulion?^. 

■ Pursue editorial eo%crage target<?d t<iv>'ard Iravel agents, 

■ Ktigage travel jjurtrier^ in eooja^rative niarkoting [jrograms. 

• rroinole U.K. \Vel>-l»ai?efl training program, I ravellini* 

Strategy- 

Incrc^ase tonr prtirlnet offerings, 

Taeties 

' Increase Missouri products that America n-based reeeplive 
operators of lor. 

• Oih'r protluel iipiJatt;s duiang appoirjtnienl-lKised Innle shr^vs. 
SLich as 'HA Pow Wow, World Travel ^Market antl Ontario Mo- 
tor Coaeli Assoeiatirm. 

• Support tour oj>crator events. 

• Conduct safes calls to lour operators. 

• Co o rt J i J 1 a 1 H pt ; e i a 1 eve n 1 s foe n s i n g ex f ■ I n si ^e I y o n Mi ssoi i r i , 

• I n erea se coop r a t i V e tTi a r ke t i ti g s u ]> [lo r L fo r exi s 1 i M g p rog ra m s. 

• Conduet familiar i/atix)n trips lor produel development deei- 
siotwnakers, 

• Croiite antl maintain markt^l-siieejfie no\vs|etter^ ami guides. 

■ l^ilueate Mi!?soiiri s tinirism indnslrv on the iniporlanee aiul 
intricacies of working with the international tour operator. 

• C<>ordinate dedieuled sales mission inviting individual 
[jartjier^i to part^eipat*^ Schedule Missouri-targeted trail e and 
rnerJia appointments and host evetits. 

• Co n I i n u c a n a gg re s s i \ e * ■ o n s n m e i' a^va re n <'s s ] t rog ra tn . 

■ 1*1 1 r s u e ed i to r i a I cov e I'agi/ d i re c t enl t o vv aid tin* 1 o re i g n L ra w I 
trade through press releases, personal contact and lamiliariza- 
tion trijts. 



Strategy 

Align MisH(nua hrami with rtdt^vajit ami respeeted eonsnmer 
hrand partmvrs to I'slahlish and/or reinhu'ce a hrand in the 
internal iimal market[>lae<\ 

Taeties 

* Wiirk with Warner liro^. on liim launch ol new Urail l*ilf 
movie, ''The Assassination of Jesse James by the Coward 
Roiaert Fortf/' 

• I ' ro m ot e jM i ss o i i r i as l>ei n g h o m (3 o f J esse J a m es a n d I ! ra d 
l*itt ihrnngh consumer channels, including booksellers, video 
rc^ntiiL <'inenKj <dunns. eoiisumer a<lvirrlising ami editorial. 

■ \\ o r k will I key L . K . a j i tl ( 'a n a d i Lt n t tm r o | )e ra l o r s t o p ro [ n o Uy 
Missouri and .iessc James by offering a eonsntner "vvhi a 

fn.il id ay" to Missouri. 

■ f. lili/.e Travel L ni online traitiing j nog ram by encouraging 
agents to stgti up and uin a ticket to the premiere of^'Tbe 
Assassination ol jossr . hum's. ' 

■ (]reat(r >[terMid nun ir-rehtlcd even Is tor tfie \kK. and Canadian 
Iravel trade and media. 

Future Itii^erary Coi^cepts 

Many tour o[)erators rely on repeal cHc'ntele, therefore keeping 
j^nHluet '"fresh'" is an ongoitig isstie. particularly tn the Canadian 
and domestic nuirkets. Operators, whether dome-itic or interna- 
tional, are constantly seeking something new, Hliis may be in the 
lortn of a new theme lour or updates to an existing tour. 

i n kee [) i n g \v i I h t h e i t i n e ra r y- has ed sa I es a p p roa eh, h egii cy 
Dimensions and Cellet Travel Services foeus on: 

• Civil War ir>Oth anniversary; 

■ Agri tour ism amf intiustrial tours: 
» Ozark heritiigc Lours; 

• Great outdoors/ soft advent tire: 

• .Music: 

■ Jesse jarnes/Wild West: 

• liiver tours. 
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Rural nurism 



The Cultural Tourism Program exists to attract 
visitors who travel in order to experience liislory- 
heritti^j^e and tJie arts. This hii^h-dollar visitor 
teiid.s to .stay longer than olhiM' leisure travelers, 
resukingin more expenditures. In 2007, Missouri 
will continue to reaeh out to the cultural traveler, 
heedintj inlormaljon learned from tJie 2005 Cul- 
tura] and l leritafje Tourism stiulv. 

Missouri's Civil War 

TIr- ISOlli aimivL^rsary of the CiviF Wnr will hi- rriiirkril in 
2UIt. Ri'^rurrli irnlifatr^ fliMl fiif^kiry-rniiifli.ui Inivrlor:? an' 
Liiiaisarr ut Missouri"^ CivH War allrai/liniis. ThnviWr. divi- 
isioii h woi'kin*! to raise llic slalf^-!; ( livil War [irolile in llie ycar^ 
load i rig ir[* lln- Scsrjuirf n(*'nnial. Missuuri Iruflf^niai kf*! 
ifu* Flo^aii. "\\ lirrr tlu' (avil War IJi^^L^an/' in rlniw aMriaion to 
iht^ slarting plurr <>f llu' coiiflic! and thr iMinlf^r war^ lirlwmi 
Missouri an if Kansas. In 2(107 Mi^siniri will mark tin" L'jlKli nn- 
Jriv<*rsarv iil llit* I .S. Snprrinr ( aiurt ^ di'rision in \\\v Drrd SfuLL 
case^ whicti led llu' nation nin* stt^]> r loser hi war. 

Goal 

(JmiTatf* traflii' lii Mi^^snnri s (avil War si(i»s. 
Straiegj 

Raisr iiwaif^nt^ss of Missouri's Civil War hislorv ami hrrila^p. 

Tactics 

■ Promotn Mi!-!>onri as the [ilacr I he (avil War bi*frnrt, 

■ \i\\A\> i ( ■ ] ) a r t n f rs 1 1 i [) ci p jia rl ii n i t i<? & to p ro ri u ilf ■ I he t ra n s-A 1 j s- 
sissippj Wiir. 

■ C r ea 1 1* i i i n e ra r i es To r 1 1? f sn re t rin'iel er5, 

• Create advertisinjif la altrart historic: and heritage travelers. 

• D r i s e t ra I f ie lu I he W h e re 1 1 n ^ 1 \ i l Wa r 13 ega n W 'ei> s i le . 

• Piteh stnries Id f^enrral interest pidjlii alnnis and liislury aiul 
heritage ma^ia/inrs. 

• Arranj^e jjrcss trips. 

Siratcgy 

PriMnuIr I he Civil War liistfn'V iind lu^ritage to grnups, 

• Iden t i ly ;£ron j i-fricndly «iles5, 

• Create iLinerariei;. 

• Pileh Civil War lunrs anrl silej? to tnivi'l planners. 

• ( Create i olliiti'ral inalerial for <^rutip leailers and tour o[iera- 
tors at trade show?*. su(di as Nationul Tnnr Assofiation, Ann*ri- 
ean Bus Assurialion- rSankTravcK Glamer and Student Voutli 
Tnivi'l Assfiriation. 

• Pitdi in lor mat ion to travel Lraile pidilieation^i. sneh ix^ 
CtnirHrr, DesiinationB, Group Travel Leader- Bank Travel and 
Travel Bourui. 



Other Missouri History 

Lewis and Clark 

Tin' Bi<'entennial Ctinunenniiatirni tit the Le;s is ami (^ark 
l Apedilinn eonr hided in I^^ilK). Missouri will hnild on the awari> 
nes^ ereuted hv the event and eonlimie to inelude these site^ in 
our promolif>ns. 

Goal 

Increufje visihilinn at \lissourrs Lewis and (.lark liistorie siLuii. 

Stralegy 

I Vomoti - h Is tor teal attraelious and invents thai emphaBfize 
Misstmri's liislnrv, sueli as Levvis^ and t'lark* 

Tiu'iicw 

• .Vhunlain ( cnilael with eimununitio and orj^^anization^j to keep 
alireast of what is availahle. 

• l)e^e|op itineraries thai rnnturajie travel to historieal sites 
and events. 

• Lse ViiaitMO.eoni tu [iresent f^ites and events to the traveler. 

• L se pnhlie rehilion^i arul advertisHing where apprapriiile. 

Missouri IIkritage 

Missouri lionie to pt'oplc of many raees. ereeds anil eoL 
lures. Tra\elersean experienee nnineronti dilTerent tratlilioji!? 
and euslams throughout otir stale. 

Coal 

Generate travel lo plaecs and events that hifjh light tfie people 
who shaped Mlssoitri. 

Strategj' 

Cn-iitf^ a puhlie reliilions program that invites the traveler to 
e\periein e Miss^ouri'ii eiilture, such ai^ German heritage in Her- 
niaiin and Italian trtidition^ on the llill \\\ Si, Lonis. 

Tactics 

• Oeate press releases on hiM itage events?. 

• J*ileh I'eature stt^ries eni eoinnnniitir^ii and the jieojde who 
setll<<d die 1 11. 

• Build [>rf■s^ trips aroun<l die projde and jdai es ol Misisouri. 

Strategy 

lncor[)oriite heritage alt met ions and events intci e\istin^' 
advertis^ing eampuigns. 

Tactics 

• I lighlight iieritage evenls and i^ites in advertorials: 

• Creole Crdonial Distriet^ Oktohorfeiiit. riesta l li??pana. 

• (aeale In'ritage itineraries. 

■ Create fulfilhnent pit^ees shtmeasin^ our heritage. 

Strateg;^^ 

lJi*e Visit MO. eom to draw travelers. 

Tactic 

■ Enhance Weh rIp eonlent [jertainin^ to Missouri heritage; 
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Sti'atcgy 

Measure eiirrt'ni si[(;<'t\ss Iti tlrlcrnnric furtlicr straieg>'. 

Tactici§ 

• Deter 111 NIC what h known aliout Missouri's ficrlla»re sites, 

• Dete r tn i n e vv 1 ly ti avel e rs visi I M i sso 1 1 r i s li o r it ag< : h i u?s, 

Missouri Arts 

Goal 

Drive tralTic to MiS!!i<»itri"(? niuscum^. tliealers, inusif venues. 

Strategy^ 

Use jjublic relations to |ir(»[nole arts tiavel f>[)[)urliiiiitie^* 

Tactics 

Create press releases on exhibits, play.i, mimcals, reiitivals. 
Write feature stories for dislriluition. 
I li<:lifij^4it art experiences. 
Promote regional art projects. 
Promote craft exhibit ions. 
Create itinerari*^s around art ani] music. 
Develop llierEieil art ajul iunsiie press tours. 

Strategy 

Incorporate art and music into exislin^r atJv<^rlisin^r. 

Tactics 

• Take advantage of advertorial ofjfjortniiilies: 
■ Calendars of arts events or music festivals. 

• Include arts/music in advertising^ campaigns. 

• C rt 'a I e co n les t loan i a et i 1 1 1 e j est/ d ri ve I ra f f i c to 
musical events and theatrical plays. 



Strategy 

Use Weh site to feature art and music. 

Tactic 

• f eature artists, perlornumees. feslivals. 

Strategy 

He^eareh success of arts and music promoti<in to iletenninc 
future strategies. 

Tactics 

• Use research lo determine who 1 ravels UiV art and musie. 

• Deterjnrne what motivates this traveler lo visit. 

Missouri's Agritourism A tfr actioivs 

W hen vein visit a harvcsl h'stivaL stop off at a winery ami lake 
the tour, spend the aflcnroon at a [jiek-yourHJwn-fru it orchard or 
cut your own Christmas tree. ()uil's a^ritonrisnu ami it i.^ a grow- 
ing segment of Missouri tourism offerings. 

According to recent cidfural and heritage tourism research. 
Iravefers do not consider the Midwest as a plaee experiern/e 
w ineries. Mi) I has an opjjin luuitv to njarket the state as (he 
[jreinier Midwestern wine destination. 'Ihc division will look h^r 
parIm^r^hip o[)]i(jrt unities to wcnk with the Miss(Mjri \\ iiic and 
(jra[)c iJoard and the Department oj Agrieiilliire to promol<^ 
wineries, agrieiilture and Missoiu i agrienlliiral [>rodiicls. 

Goals 

• Position Missouri as the Midwest's premier wiiu^ d(*sli nation. 

• fjieouragc visitation by rtew visitors lo agri tourism attrac- 
tions, partienlarly wineries. 

• Expand existing visit tn^ stays by ineluding agritourisni attrac- 
tions in their i Li ut^raries. 
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Mhsouri State Capitot grounds 



Strategy 

I si> [)ulilir rokili4»ns to promcUr (igriloiirism tj|i|H>rl unities, 
parliMibi Iv (otul uiul vviiio attractiunii. 

Tactic 

• Pilch storifs iaiinly-oricnled media thai focus on the experi- 
ence of a^ritoui isnu sucli a^ farm stiivs* lours, coakiiig s^t;lu)ols 
or demon??tnUion?^. 

Strateg;^' 

ljK'orf)onUc ci^riloiu'isiii inln exiiilUT^ advertising. 

Tactic 

• f-^xplore jourt iidviTtisiiif^ opjioriutiilies with Wine iind (^rajic 
BoanI and DepLuliiirni of Agriciihurei 

Strategy 

Promote agritourrsrii upjKjrtuMities to groups. 

Tactics 

• \f\d a<xrit<iiu'ism opfiorlruiitif'^ tci evieifing gr(jiip itinera rie!>. 

• Inchide agrilyuri!>m inlormation in nn^Hings wltli travel plan- 
ners, particularly st\nlent and youth groups. 

^JLr and^Tavel 

A visit by an overnight motor cocicli (our groiij) 
leaves $5,094 lo $ 1 1,264 in a destination's econ- 
omy. In an effort to capUire a greater share of 
this lucrative, but changing domestic group tour 
market, the Di\ision of Tourism and contractor 
Legacy Dimensions will continue to focus re- 
sources on the affinity and student (ravel maikets. 
These efforts produce multiple henefits, including 
helping drive pre-formed group business to profes- 
sional tour operators offering Missouri products 
and expanding the definition of Missouri's group 
tour business. Missouri enjoyed increased expo- 
sure as Branson hosted the 2006 Student Youth 
Travel Association Siunmit and we anticipate 
the state will tnake anodier mark as Kansas City 
hosts the 2007 ^ational lour Association Annual 
Convention. Botli afford clients the opportunity to 
experience Missouri firs(-hand, 

Taugkt Markets 

• Aflinity groups: 

■ Hunk clnUs: 

• Retireiiienl community travel rluhH; 

• Religious groups; 

• Student youth grtmps^ 




• 1 Vad i t i on a 1 1 rave I l rad e: 

• Tour operalors; 

• 'rj'a\(d a gen Is; 

• Reref it ive/ packaged lour ofieratoris- 

Target Aldieivces 

■ Ages 'fiy and older lra\eling with a spouse, or vvidaw(er) travel- 
ing alone. 

• Students traveling lor educational or performaTice purposes. 

• Day-trij) groups. 

• liahy boomers seeking individual experiences without driving, 

• IndividuaJs atlraetetl hy similar inleresls. 

Goals 

Increase d(jnu\stie group visitors to Missouri. 
Increase length of group tour visitors' stays. 

Strategy 

Promote Missouri as a positive, safe, fresh and niemorahle 
des t i n at T o n f() i' g rt> u [ j 1 1 ii \'e I . 

Tactics 

■ Expand promotions and participation in sclecled Irade shows 
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aimed it I reaeliinj^r tJie travel trade atu! a!F[riily groups idenli- 
iied a,s tarjrel markets, 

• Parlit i[jute \n Nalioiial Tour Association aiitl continue a 
24-year tradition of sponsoring Broaklast in Bed, 

• Parliri[>nte in Vnicrieun i^iis Assoeiation Cojivenlion. 

• Alt rat 1 1 Ik; sliulent travel market l>y eonti lined participa- 
tion in the Student Voutli IVavel Association Conference, 
SYTA Sum mil itml Midwest Clinie. 

" Continue jMissouri promotion conducted during tfie Bank 
1 Va ve 1 Co n fe r e nee . 

• Participate in various tratJe sIkjus to include International 
Mot or coach Group (IMC). 1 ravel Alliance Partners Confer- 
ence and \Hssouri Sliovvease Marketplace. (See calendar.) 

Host group tour media on personal lrr]>^ and ilinerary-based 
media familiarizalion lours. 

Work with Viarurr l3ro>. and a[)]jropriate orf^aruzation^ to 
create group toiu^ proj not ions and itineraries to promote 
Missouri's Jesse James sites capitalizing on the release of 
the movie "The Assasgi nation of Jesse James by the Coward 
llol)ert Ibrd/* 

Create press releases appealing to specific market segments. 

• Work with approj^riatc orgaui/ations to distribute Jesse 
James press releases to group tour and travel trade press. 

Utilize group tour and student market sjj(;cilir pi iiu advertise- 
ments and collateral mat<M'ials. 



• Create and cjcecute lamiliarizatioii trips for group leaders and 
lour operators. 

• l*artici[>ale in eoopcratise rrmrkeling programs, including 
direct mail, wilb established tour operators. 

• ('ontiiuie and expand ilinerarv-based markeliufj approach in 
i n c I ud e t a rget e i i n i i ' li < ^ 1 1 1 a i- kcH s . 

• 1 .) eve 1 op ex p e r i e n t i a 1, f i a u d s-o u , in te ra c I i vc i t i u era r le s. 

• ContiinM" to develop itineraries and inventory of Missouri's 
Civil War sites. 

• 0 f fer st ikKi' n t- f i' i e n d ly 1 1 i n e I'a !' i es co nd * i rn n g f i j n a n tl exc i te- 
menl with education and promote to media, 

• Expand inventory of African-Aniericau bislory itine raries. 

• Educate Missouri travel industry on the iniricacjcs of ^v<jrk- 
ing with uniqiu' markets such as militarv reunions, sluderit 
groups, etc. 

• Continue to work with regional marketing program TAP Into 
Soulhf*rn Treasures and multi-state alliance ''Oand Cenlral 
USA'' with partners Arkansas, Kansas and Okiahoma. 

Strategy 

Lfse Web site to increase cost-effe^ii^e mark*>tiug strategies. 

Tactic 

Kxpand the itineraries and escort notes available, including a 
substantia! iiuTcase in day-trip offerings. 
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ji/pnts^ ^ade ^ows 
and ]\/^rketplaces 



Jan. 9^14 

Konsas C^ty Sport 
and Boot Show 

Kansas City. Mo. 

Jan. 22-23 

NAJ Tour Operator 
Summit West 

Los Angeles. Calif. 

Jan. 27- Feb. 1 

American Bus Association 
Annual Convention 

Grapevine.. Texas 

Feb, 6'U 

St. Louis Boat Show 

Si. Lou/5, Mo. 
Fib. 15-17 

Bank Travef Conference 

Jackson vf//e, Fia. 

Feb. 21-22 

Capital Days for Tourism 

Jefferson City. Mo. 

Spring 

Missouri Days in Canada 

J Of onto. Canada 
April 1M5 

Midwest Travel Writers 

Association Meeting 

and AAorketplace 

Indianapofss. /nd, 
Aprh21-25 

TIA Discover America 

International Pow Wow 

Anaheim . Calif. 



Aprh 22-27 

Missouri's On the Move 

Tulsa. Oklahoma Clly, 
Okla.. Dailas/Ft. Worth 
Texas 

May 9-10 

Missouri Bank Travel 
Exchange 

Jefferson City, Mo. 

May 20-22 

Public Relations Society 
of America Travel and 
Tourism Section/Society 
of American Travel Writ* 
ers Conference 
Los Angeles. Caiif. 

June 

Missouri U.K, Sales Mission 

London, England 

June 3-5 

MACVB Annua! Meeting 

Maryland Heights. Mo. 

June 7-9 

Travel Alliance Partners 
"Tap Dance" 

Palm Springs, Calif. 

June 17-19 

2007 International TTRA 
Annual Conference 

Las Vegas, Nev. 

July 17 

Joint Meeting Planners 
Trade Show 

Jefferson City, Mo. 

Aug. 8-n 

International Motor 
Coach Group 

French UcK Ind. 



Aug. 27-28 

Missouri Showcase 
Marketplace 

St. Louis, Mo. 

Sept, 7-11 

Student Youth Travel 
Association 

Whistler B.C.. Canada 

Sept. 4-9 

Midwest Travel Writers 
Association Meeting 
and Marketplace 

Door County. Wis. 

Sept. 26-28 

28th Annual CenStates 
Chapter HRA 
Conference 

hAadison, Wis. 

November 2007 

Cultural Heritage and 
Tourism Conference 

Seaftle Wash. 

Nov, 2-7 

National Tour 
Association Convention 

Kansas City. Mo, 
Nov. 1 M4 

Ontario Motor Coach 
Association 

Ottawa. Canada 

Nov. 12-15 

World Travel Market 

London, England 

Nov. 27-30 

Travel Media Showcase 

Palm Springs, Calif, 





Administration 

Blaine Lueikemeyer 
Director 
573 75} -305! 

btaine. / ue tkemeyer@ded. m o.gov 
R.B. "Bob" Smith. Itl 

Deputy Direcior 

S73-75!2016 

rb.snnith@ded, mo.gov 
Ro&ERT L. Kain 

Deputy Director 

573-75!-l9J2 

bo b. h arn @ded. mo.gov 
Su2Y Schneider 

Executive Assistant 

to the Commisshri 

573-7 5} -305 J 

s uiy. 5ch n eiderm.'ded.rno gov 
Mast O&erresther 

A dm inls tro five O ffice 
Support Assistant 
573-75i-m8 

m Qfy. obe rrei fh efS'ded. mo.gov 
Ma«v "Meg" Churchill 
A dm inis fro five O tftce 
Support Assistant 
573-526-5900 

Communications 

Traced Berrv 

Communlcattons 

Adminiskafor 

573-751-3438 

trace y. be^jy rg)de d. mo. gov 
Scott McCt/uouGH 
Web Site Editor 

573-522-9596 

sc o ft. mcc uiio ug h ©'ded. mo.gov 
Luci Branyan 

Graphics Arflst 
573-75J-}9}3 

iuc f . bfo n yar\ @de d, mo.go v 
Mike Murray 

Pubiic information 

CoordinQtor 

573-522-550} 

michaeim urra y -^de d. md.gov 
Lynn Pickerel 

Pubiic information Specialist 
573-522-9593 

Lyn n , Pick e re t'-°:d& d. m o.gov 

Cooperative Marketing 

Becky Heeren 

Cooperative Markeilng 

Officer 

S73-75l'3246 

be cky.heerer}@ded. mo.gov 
TftACY Otto 

Community Development 
Representative 
573-75}-} 55 1 

Iro cey.o tio ''a-de d. mo . gov 

Domestic Marketing 

j£fF WOHIT 

Domestic Morkeiing 
Coordinator 

573-526-B027 

/e/f . wo hi f S ded. mo , g o V 

Financial 

Rosa Dariene Northcutt 

Ftsca! and Administrative 

Manager 

573-751-3337 

dorien e. north c utt-'q:ded. mo.gov 




2Q07 Photo Contest entry 



-<s: 



MAOURI 

Whepfi the rivers run 
Missouri Divisioa of Tourism 

www.VisitMO.com 



Rfvers Edge Inn, Emimence 




Debbie L, Steffan 

Account Ana\ys\ W 
573-526-808} 

debbie steffon ^'ded. mo. g ov 
Carol Waller 
Accountant i 

573-75} -3636 

cofoi v/eiier(^;ded.rno. gov 
Stacy Blom&erg 
Speciai Assistant 
to the Director 
573-522 9594 

s to c y . bf om berg '&ded. mo.gov 

Special Markets 

LORI SiMMS 

Speciai Markets Manager 

573-75} -3208 
ion. sim ms ©ded. m o . gov 
Cynthia MofiRhS-SAPP 
Group Specialist 
573^75 }-}9}0 

cynfi^io. rr}orfi$-$ opp@ded. 
mo.gov 

Strategic Planning 
AND Research 

Dee Ann McKinney 

Research Administrator 

573-'526-\553 
deeann.ir\ckinoGy'9:'ded. 
mo.gov 
Debra Lee 

Strategic Planner 

573-526-3566 
debra. le e €-ded. mo.gov 
Lor [N da Foster 

fiscai/Reseorcf'} Analyst 

573 75} -1032^ 

iofindo. f OS f erS'de d. mo. gov 

Welcome Centers 

Hanmiiai 

Bob GreenJee 
Mike Spurqeon 
573-248-2420 

to unsm.tfonnibai'S'dedr mo. g ov 

Jo PUN 

Oebbie Hopper 
Gary Woffofd 
Komola Bramteff 
417 629 3030 

to uri^m.joptin @ded.mo . gov 
Kansas Ccty 

Joonn Ffoni<iin 
Dave Smltti 
Bin m 

816-889-3330 

to uris m. ka nsas cify'&de d. mo,g o 
New Madaio 

Reida Kime^ 

Lour a Hoimes 

573-643-2654 

to ufi^m, wm adrid@de d. 

mo.gov 
Rock Port 

Beverly King 

Afthuf ^aufer 

660-744-6300 

to uris m. rockporfSde d. mo. g o v 
St. Louis 

Maureen Rone 

Robert '"Bo" HUderbrand 

3} 4-869-7 too 

fo urism. stio u/s@ded. mo. gov 



